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«“ Want’’ Advertisements in PRINTERS’ INK 
for ONE DOLLAR. 


WANTS 


Fifty words or less will hereafter be accepted and inserted 











in PRINTERS’ INK, under the heading of “ Wants,” one time for 
one dollar. Cash to accompany the order. Continued adver- 
tisements or larger space charged at the regular rate for other 
advertising, viz. : 75 centsaline each issue. Address PRINTERS’ 
Ink, 10 Spruce Street, New York, enclosing copy and price for 


advertisement to be inserted. 





The Want advertisements appearing in a newspaper are 
often the most interesting part of its contents. They express 
the urgent needs, the daily wishes of the people who want 
something and who are willing to do something. With a view 
of increasing the number and variety of such advertisements 
in Printers’ INK, they will, until further notice, be received 
and inserted on the terms above named, which will permit of 
the insertion of a six-line announcement for less than a fourth 









of the current rate for other kinds of advertising. Address 
PRINTERS’ INK, 10 Spruce Street, New York, enclosing price 
and copy ofthe matter that it is desired to have appear. 
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Careless Advertising 


Except with the largest advertisers is, unfortu- 
nately, the rule rather than the exception. 

The art of advertising is not made so much of a 
study as it should be. 

The largest and most successful advertisers place 
their business with great care. They do it system. 
atically, covering each section thoroughly, not taking 
a paper here and there, but arranging to reach all the 
readers of the territory which they are working in. 

To accomplish this result most satisfactorily, 
yearly advertising is done in the local weekly papers. 
This yearly advertising is renewed year after year; 
the second year is made more valuable through 
the first year’s advertising, the third is benefited by 
the advertising done during the first and second, and 
so on, each successive year being increased in value 
by that done in years preceding. 

Better returns are obtained from continuous 
yearly advertising in the local country weeklies than 
from any other medium. Careful advertisers know 
this and reserve a considerable part of their adver- 
tising appropriation for this class of papers. 


One order and one electrotype is all that is 
needed to insert an advertisement in the 


1400 Local Weeklies 
of the Atlantic Coast Lists, 


reaching weekly one-sixth of the country readers of 
the United States. The price for yearly advertising 
is quarter of a cent a line a paper per insertion ; for 
transient orders, half a cent a line. 

Catalogue upon application. 


ATLANTIC COAST LISTS, 
134 Leonard-St., New York. 
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MISTAKES OF SMALL ADVER- 
TISERS. 
By Geo. E. ‘B. Putnam, 


PRINTERS’ INK has had page after 

e, and article after article, devoted 
to methods of advertising, and I ven- 
ture to say that most of them have been 
practicable and valuable to a large pro- 
portion of its readers. But as a rule 
these essays and suggestions have been 
aimed at the large advertiser, the man 
who spends thousands, or at least hun- 
dreds, of dollarsannually in doing wide- 
spread general advertising. 

In such a large list of subscribers as 
this publication enjoys, there must be 
many who do some advertising, though 
it may be strictly local and only in their 
home papers. These men read with 
interest, and profit also, the articles 
addressed to their wider-reaching neigh- 
bors. They find but few articles which 
are meant especially for them. 

This is an age of advertising, and 
the idea has been pretty thoroughly ac- 
cepted that to be successful a man 
must advertise. Many men believe 
this who have a very indefinite idea of 
how it should be done. 

It is on account of this that many, I 
might say nearly all, local papers (I do 
not include metropolitan dailies in the 
category of ** local papers”) have from 
one to three columns of business or 
professional cards, which look much 
the same as the left-hand column on 
page 244. ; 

These advertisements remain, from 
one year’s end to the next, in the same 
place and the same type. The casual 
reader may glance at them; the reg- 
ular reader never. Yet nearly all the 
readers of local papers are regular read- 
ers. Very few of the casual readers 
are purchasers in the local stores. Un- 
der these circumstances do you wonder 
that these tradesmen and mechanics 
conclude that ‘‘all this talk about ad- 
vertising is bosh ”’ ? 

It would be unjust to say that such 
advertising is valueless. It is worth 
something, but not much, I believe 
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all advertising of local business in local 
papers pays—that it has some value. 
But such stereotyped advertisements, 
year in, year out, are about as near 
valueless as any can be in a live paper. 

Such advertisements make dull read- 
ing. They say nothing which interests, 
They do not suggest any want in the 
readers’ minds which the advertisers 
can supply. To say that Richards is 
an apothecary is not half as effective 
advertising in bringing business as it 
would be to say that Richards can cure 
a cough or a corn for a quarter. Lots 
of people have coughs or corns, yet 
these same people walk by a dozen 
drug stores every day and never think 
of entering one to buy a remedy. 

A dull statement of facts may im- 
part information, but if it does not 
arouse any interest it fails in its mis- 
sion. 

Plain, uniform type and a certain re- 
quirement that all advertisements must 
be each just like its neighbor may make 
a paper look well, but it destroys indi- 
viduality. Individuality is what makes 
advertising attractive, makes advertis- 
ing readable, makes advertising pay— 
individuality in ideas, in wording, in 
arrangement, in typography. 

Get out of the rut. 

Let people see that you are adver- 
tising to get their trade, not simply to 
follow the procession. These adver- 
tisements in the left-hand column are 
real ones, cut from a prosperous paper. 
I have omitted or changed the name of 
the town, but all else stands as it is 
published this week, next week, next 
year, if the contracts are renewed. 

Over against these, in the right-hand 
column and parallel thereto, I have en- 
deavored to give an idea of how, with- 
out increasing the space occupied, these 
tradesmen could make people read their 
announcements, and, by reading, ac- 
quire some desires which will bring 
them to the stores and force them to 
spend money. 

I think that every reader will ac- 
knowledge that the breeziness of the 
boot and shoe advertisement will make 
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AS THEY ARE. 








AS THEY MIGHT BE. 





BUSINESS CARDS. 





AMES H. RICHARDS, 
DRUGGIST AND APOTHECARY, 
24 South Main St. 
Patent and Proprietary Medicines always 


on oe Physicians’ Prescriptions careful y 
prepa 


BUSINESS CARDS. 





Richards, The Druggist, 


Will Cares Seufe s Fecctie Pop Of 


OTHER ACHES IN PROPORTION. 
24 South Main St, 





Grane B. McKENZIE, 
Dealer in 


BOOTS AND SHOES. 


Also repairing bay at short notice. 
4 Main Street, next the P. O. 


LOOK at Your SHOES. 


DON’T YOU WANT A NEW PAIR? 


Look at My $3.00 Shoes. 


You'll want ’em. You'll buy ’em. 


McKENZIE, next door to the Post-Office, 








EORGE L. COOKE, D. D.S., 
(Formerly A. A. & G. L. Cooke.) 
Rooms over First National Bank, Main Street. 











? | MAKE TEETH. 
; 1 FILL TEETH. 
$ 1 PULL TEETH. 
) FULL SETS FROM 610 UPWARD. 
Fresh gas made daily. Partial sets, bri 

, work oa all modern eget meth 

b 

> 


of dentist; ractised. 
GEO. L. COOKE, D. D.&., 
First Nat’! Bank Bl Bld’g, Main St. 
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A H. KENT’S 


TROY LAUNDRY. 


All kinds of Site laundry done with neat- 
ness and d Gtepete Special attention paid to 
fine work. afiing and fancy ironing done 
to order. Lace curtains made to look like 
new. Collars and cuffs 2 cents each. 

129 Centre Street. 


Your linen will wear twice 


No machinery, no 


Telephone 





PHILLIPINI, 
23 Main St. 
Oranges, Lemons, bananas, Nuts, Raisins, 


Dates, ines, Ap les, Pears and Peaches in 
their season. Soda Water and Root Beer. 
Peanuts fresh roasted ; also Chestnuts. 





ICHARDSON & SON, 


DRY GOODS. 


Silks, Cotton and Woolen Fabrics, Ribbons, 
Laces, Fancy Goods, Notions and Sundries. 
76 Main Street, corner of Elm St. 





QrarEns & COMPANY, 
Dealers in 


MEN’S, BOYS’ AND YOUTHS’ CLOTHING 
AND GENTS’ FURNISHING GOODS, 
6 Main Street, near the Post-Office. 








6 
MAIN 
STREET, 


as Jong if you send it to Kent’s 
Hand Laundry. 
acids, no chemicals used. 
or send postal and we'll call. 
129 Central St. 
BERRIES ARE RIPE!: 

I HAVE ‘ROOT 
Blackberries, Blueberries, BEER 
Gooseberries. $ 

Drink Lemonade this hot weather. ¢ 
Lemons 25 et a dozen. Q SOLD 
PHILLIPINI >i HERE 
is a good ways off. Our prices are way off. 
Can’t name bargains here. Space too small, 
Look in our window, corner of Elm and Main 
Sts. Just for a sample bargain, a Pure Silk 
Umbrella, $2.25. Lots of similar bargains, 
RICHARDSON & SON. 
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le read it, after the border has at- 
tracted their eye. 

George L. Cooke may be a D. D.S., 
and he may formerly have been A. A. 
& G. L. Cooke, though I can’t really 
imagine how. It is, of course, inter- 
esting to know this, and that he rooms 
over the First National Bank, but who 
with an aching tooth or a desire for a 
set of store teeth can gain any informa- 
tion from such a card? I don't believe 
one man in a hundred, or one woman 
in a thousand, would know by this card 
who or what Geo. L. Cooke was. It 
goes without saying that for business 
the opposite card is away ahead. 

The laundryman tries to crowd too 
much in little space. The only real 
valuable point in his advertisement is 
his price for laundering collars and 
cuffs. Over against this may be placed 
the neat, straightforward statement in 
the right-hand column. The plain type 
gives it an individuality which insures 
reading. 

Fruit dealers do not advertise much, 
but I think more business would come 
from mine than from Antonio Philli- 
pini’s advertisement. 

Richardson & Son are fogies, old 
and young, or perhaps the son cannot 
bring the father around to modern 
ideas. A one-inch space for a dry 
goods store is generally useless. How- 
ever, to be seen one must use startling 
methods, if no larger space is taken. I 
approve of taking more, but if only the 
inch space is used, drop dignity and 
resort to impudence to draw the read- 
er’s attention. The same may be said 
of a clothier. An inch space is too 
small. No one is likely to take any 
notice of Stevens & Co's card in the 
left-hand column. How many would 
fail to read the right-hand one ? 

Such cards should be changed often. 
Better change every week. Ten pub- 
lishers may complain, may possibly de- 
mur at the expense. Pay them the ex- 
tra cost, but change it. Strive to make 
your card different from your neigh- 
bors’ in the column. Then you will 
find that people read your advertise- 
ment—and reading leads to business. 





THE ADVERTISER'S VIEW OF IT. 
If Mars is really peopled, as astronomers de- 


clare 

There ought to be a means devised for reach- 
ing people there ; 

We might build a bridge or railroad—though 
it’s not an easy grade— 

For the holidays are coming and we ought to 
catch their trade, 

Joun R, Barrett. 
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MAKING A MARKET FOR BOOKS, 
‘By Wm. H. Maber. 


‘*Once upon a time” a book firm 
asked my consent to its getting out, in 
book form, a series of articles I was 
then writing for the Toledo Blade, I 
consented, and an edition of 2,000 
copies was printed. 

When 1,200 copies were sold I was 
told that the market was supplied, and 
that the remaining copies were dead 
stock — worth only so much as they 
weighed for old paper. 

When this had been told me several 
times, I offered to take the unsold 
copies at a low price, as part pay for 
royalty due me. 

The publishers had handled the book 
in the regular beaten way. Copies had 
been sent to forty or fifty papers for 
notice, and these notices were decidedly 
favorable. An advertisement or two 
had been inserted in the Weekly Blade, 
and then ‘‘ nature took her course.” 

I was assured that a sale of 1,200 
copies was not to be despised, that 
the majority of books published rarely 
reached a sale of 1,000, and that a book 
ten months old was as dead as if en- 
tombed with the Pharaohs. 

Having 800 copies in my possession 
I proposed to turn them into money, 
and I believed that I could create a 
market for them by spending a few 
dollars in advertising. My writings 
had made me acquainted with two valu- 
able constituencies : the business world, 
reached weekly by the American Groc- 
er, of New York, and the general pub- 
lic who read the weekly Toledo B/ade. 
I wrote an advertisement for the Groccr 
that would appeal to merchants and 
clerks (the book was about business) ; 
selected my position, and changed copy 
every week. My ad. for the Blade 
was written for parents and for young 
men who thought of entering stores as 
clerks. 

In four weeks I had closed out my 
800 copies, and was beginning to be 
annoyed at the large number of orders 
I was compelled to return unfilled. I 
showed these to a Chicago publisher 
and it resulted in his deciding to take 
hold of the book, and in the next two 
years he sold 5,000 copies. Then he 
decided that the market was closed for- 
ever. But I took the plates off his 
hands, got out a new edition of the 
book, advertised it by sample pages 
and a neat circular, and kept selling 
till sales reached 14,000 copies, and I 
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was ready to admit that the end was 
reached. 

Just then I received a proposal to 
sell the plates and copyright, that the 
book might be brought out as a sub- 
scription work. I sold out and have 
no further know!edge of the book. 

So much for that experiment. 

Some five or six years ago I wrote a 
series of articles for the Chicago /n/er- 
Ocean, discussing business methods 
and business houses. They attracted 
some attention, and my friend, Mr. 
Nixon, was sure they would sell well 
in book form. I submitted them to 
two publishing houses and they were 
declined. I knew they would sell if in 
a book, and, though I did not like the 
bother of marketing a book, I deter- 
mined to be my own publisher. 

I had the matter set up and stereo- 
typed, and the little book got up in 
neat shape, and then went to work to 
make a demand and a market for it. 

It particularly appealed to traveling 
salesmen but would also interest busi- 
ness people of all kinds and in all de- 
partments. 

I proposed, first, to induce people to 
want the book, and then to educate the 
trade regarding it and where it was to 
be had. 

I prepared a circular that was mailed 
direct to a select list of houses employ- 
ing traveling men, and this sold me 
2,000 copies before the book was out. 

I then advertised it to the amount of 
50 cents in two-line notices in the New 
York Sunday papers. I also put a 
snappy ad. in a few leading trade pa- 
pers, and then devoted myself to the 
news companies. 

Having other business in New York I 
dropped into the office of the Amer- 
ican News Company. I had always 
heard of this concern as wanting the 
earth, and I went there prepared to 
give it to them, charges prepaid. In- 
stead of this, however, I was turned 
over to the man having charge of the 
book department, and he met me in a 
surprisingly fair manner. He told me 
what the concern had to do with books 
they handled, and what it wanted as its 
pay for doing it, and I am free to say 
I thought the margin low enough. 

The concern took hold of my book 
and pushed it for me, entirely to my 
satisfaction and I trust to its own. 

The other news companies sent in 
orders, and my little book reached a 
sale of 11,000 copies at a good margin 
of profit on each copy. 
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About this time a Chicago firm got 
its eyes on it, and, knowing that the 
selling of books was not my business, 
proposed to buy the plates and copy. 
right, and I sold to them. 

I have seen occasional articles jn 
PRINTERS’ INK upon the subject of 
advertising books, and it seemed to me 
it might have some interest to see what 
might be done in that line, even by one 
entirely outside of the book-trade chan- 
nels. And if this can be done by such 
an one, how much better might it not 
be done by one in the trade? 

It is not too much to say that ninety. 
nine books in one hundred are put on 
the market and left to sell themselves, 
Copies are sent to a list of papers, and 
lifeless notices given of the books— 
notices that are of no value to the 
author, the purchaser, or the reader, 
and, to my mind, are of no help in 
making sales. 

The author of a book ought to be 
able to make a better announcement 
for the public than could a clerk who 
looks upon it asa mere piece of mer- 
chandise ; but as he does not always 
understand the trade aspect, his notice 
may need editing. Of this I am sure: 
there is a great public ready to buy 
books—a public that the average pub- 
lisher never reaches in his present 
methods of advertising. 


<< 


AN UNORTHODOX CREED. 
By Benjamin Webster. 


There is a strong prejudice against 
all forms of advertising, and that 
prejudice is held by the very persons 
whom the advertiser wishes to attract, 
namely, those rich enough to buy and 
intelligent enough to appreciate a good 
thing. 

In taking up a copy of PRINTERS’ 
INK, in a critical frame of mind, one 
sees at a glance a good reason for the 
prejudice. In passing from the edi- 
torial columns to the advertising parts 
the transition is like that from the 
quiet of a refined home to the noise 
and bustle of a business street. The 
editorial and ‘‘ reading” articles are 
in a quiet uniformity of attractive type, 
illustrated, if at all, in a refined and 
sensible way. The advertising pages 
are a blare of blatant types, varied by 
explosive cuts that might discourage a 
deaf and dumb convention. 

Not that this paper is worse than its 
neighbors. The same difference may 
be seen everywhere—in the Century 
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or Harper's, for instance—and es- 

jally in the daily papers. 

Now, is there any reason for the dif- 
ference ? 

I don’t believe there is. I believe 
that advertisements would, to-day, be 
«ead more attentively and received 
more readily if they were better bred. 

A modern, commonplace advertise- 
ment is an awkward, ill-dressed, under- 
bred huckster, bawling his wares at 
the top of his lungs. He might bea 
quiet, well-informed salesman, saying 
what he had to say in well-chosen 
words, and without obtrusiveness. 

I believe that the very best business 
houses understand this, and practice 
it, and I believe that they profit by the 
failure of their neighbors to perceive it. 
I believe that they now reap a benefit 
by the contrast between their quiet, 
self-contained notices and the boister- 
ous horse-play of their rivals: but 
even if all advertisers should quiet 
down, I believe that all would, in the 
iong run, profit by their reticence. 

Take the notices of ‘‘ Castoria” for 
anexample. I feel sure that the sales 
of the remedy would have been as great, 
or greater, if it had been announced as 
persistently in some quiet, refined way 
rather than shrieked into the face of 
the public. Every man knows that he 
has a distinct dislike for anything that 
is flung into the ear and eye at any and 
every occasion. 

So long as these methods of adver- 
tising prevail the art and science of 
spreading intelligence and creating buy- 
ers will be ranked below its capabili- 
ties. 

A whole essay and a very stupid one 
could be written on this subject. Let 
us come down to practicalities. 

Suppose you were selecting a drum- 
mer to travel for your house. Would 
you select a loud-mouthed, flashy, 
buffoon-like liar, or would you prefer 
a man whose appearance gave one con- 
fidence, whose stories sounded true, 
and who did not blow your trumpet 
except where the noise would be un- 
objectionable ? 

The question answers itself. But 
the advertisement writer seems to go 
upon the principle that all business 
notices are noisy, and that unless his is 
a steam-whistle it will not attract at- 
tention. We, the public, are not deaf 
nor blind. We are on the lookout for 
new and good things. We tell each 
other the news. 

How does the average man read a 
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newspaper? He skips everything that 
looks like an advertisement, and reads 
everything that offers him new intelli- 
gence, whether it be an advertisement 
or not, provided it is short, 

Some advertisers in the large maga- 
zines have written and printed adver- 
tisements that sinned only against the 
last proviso, but that oversight was 
fatal. The whole thing was skipped 
or skimmed. 

I believe that any advertisement can 
be so written as to be eagerly read by 
the public by following some simple 
rules. 

A quarter page of the last issue of 
PRINTERS’ INK, the notice on page 124 
of The Rural Publishing Co., is an ex- 
ample of advertising such as I mean. 
If the two or three display lines had 
been left in ordinary type it would 
have been perfect. If that example 
should be generally followed, advertis- 
ing would soon rise from its present 
status as a competition of buffooneries 
to one of the refined arts. 

It has been found in art, science and 
literature that straightforward simplic- 
ity is best. It will be found best in 
advertising also. When we read the 
disgusting announcements of the Bow- 
ery clothes dealers we experience only 
repulsion. In less degree we are 
repelled by all such noisy brag. 

Rely, therefore, upon your facts. 
Make them as attractive as you can by 
clear statement, appropriate and beau- 
tiful pictures, novelty and originality 
of expression, but do not scream, bel- 
low, rant and swear in large type, 
spots of black ink and fool tricks. 

The flowers every year advertise for 
insect customers ; and how beautifully 
itis done! In time we shall come to 
the same perfectness of attractiveness 
and beauty combined. Now we are 
in a chaos of noise, ugliness and folly. 

- 


HAS IT A “PULL”? 


The New York Weekly Sun carries 
some 4% columns of its own advertis- 
ing and 2 columns of advertising of a 
general character. According to Wana- 
maker, as ruled in the case of PRINT- 
ERS’ INK (not Book News), this should 
exclude the Sw from second class. 


————_. 2 —————— 


GIVE me a tyrant king, give me a 
hostile House of Lords, give me a cor- 
rupt House of Commons—give me the 
press and I will overturn them all,— 
Sheridan, 
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DULL SEASON ADVERTISING. 
‘By Edward A. Oldham. 


There is an old German proverb, 
that which reads, ‘‘ Lang krankheit ist 
sicherer todt,” which, transmegrified 

into plain United States, is ‘* Long 
" sickness is sure death.” 

The merchant carrying a large stock, 
and every other merchant in corre- 
sponding ratio, can ill afford to see 
business lag for any unusual length of 
time ; the fact of the matter is that 
when the lag begins the losses com- 
mence, and when the lag spreads over 
weeks or months, then the situation is 
becoming financially serious. 

To every business man a dull season 
comes at some time in the year, and 
to all not at the same time. Itis a 
trying period with most men, and many 
there be who fail to survive its stagnat- 
ing effects. But the real, wide-awake, 
thoughtful advertiser has a remedy even 
for the dull season. 

His panacea is printers’ ink, of 
course, but it is the particular manner 
in which that printers’ ink is used that 
enables him to bridge the season over. 

When people’s minds are all bent on 
an outing, or those who are to stay at 
home on taking things easy, the ordi- 
nary business methods are not going 
to have any appreciable effect. Some- 
thing unusual has got to be done. 
What appeals to a man’s patronage 
more than the idea that he is going to 
get something for nothing, or next to 
nothing ? Jnform him that for a limited 
length of time you are going to offer 
for nine cents a linen collar that he 
knows he will have to pay a quarter 
for ordinarily. Tell him you will sell 
him a twenty-five cent pair of socks for 
twelve and a half cents, an unlaundried 
linen shirt, that usually costs not less 
than seventy-five cents, for thirty-nine 
cents, and so on throughout your list. 

You may be cutting your profits al- 
‘most to the quick, but if you leave any 
margin on your side whatever, it will 
prove one of the best investments you 
ever made. Prices like those men- 
tioned, and which are taken from actual 
instances, are eye-openers. They as- 
tonish the natives, who unlimber them- 
selves and hunt you up. The fact be- 
comes so patent to all that money can 
be saved by buying now, that many 
make purchases they do not need ; yet 
no matter how long the goods are not 
utilized, the owner clings to the grati- 
fication he got out of the bargain made. 
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This is but a streak of human nature, 
and advertisers have to study where 
that streak is. i 

So, therefore, the kind of advertis} 
to be done in dull seasons is that which 
presents the most startling reduction 
in prices, the logic of which is all pow. + 
erful and convincing. The experi. 
menter along this line will find new 
faces attracted to his counters, who, 
after they have once learned the way, 
will come again, and if you please them 
they will tell their friends, and the 
friends will come, and the benefits of 
your dull season reduction will be far. 
reaching indeed. But don’t fail to ap. 
preciate the fact that your advertise. 
ment was the means of conveying to 
them the reduced prices you had in. 
stituted. If you had slashed way be- 
low the cost mark and neglected to 
promulgate that fact, you would, un. 
doubtedly, be out of pocket for your 
pains. When a reduction in price on 
a certain line of goods is offered, you 
want to double or treble or quadruple 
your sales on that line in order to make 
the small margins aggregate a large 
profit. Thoughtful, prudent advertis- 
ing is, therefore, the key to the situa- 
tion. 


A PRINTER’S NOTES ON ADVER- 
TISING. 
By W. W. Pasko. 


Many millions of dollars are annually 
spent in advertising in this country. 
Much is thrown away, but a great deal 
which gives returns can be improved 
so that a still greater amount may be 
reaped. A prominent error is to give 
too many display lines, too little space 
between each, and too much matter 
elsewhere. Everything interesting in 
this way should stop before the whole 
topic is exhausted. Leave something 
to the imagination. In an advertise- 
ment of a dry goods store, where prices 
are not given, it is useless to dwell on 
shawls, laces, domestics, ginghams, 
lawns, and a dozen other things, unless 
the whole advertisement is a long one, 
and each of these articles forms a par- 
agraph by itself. After using five or 
six different names, stop. Let each 
have enough character so that it will 
not be huddled into a combination with 
others. Leave out useless words. No 
one will read an advertisement half a 
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column long in agate or nonpareil. 


The true way to get the best typo- 
graphical effect in such notices is to 
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shorten the reading matter as much as 

ible, have as few display lines as 
will answer, and employ the extra space 
jn leading out and in giving greater 
size to the display. To read a notice 
easily space must be provided. ‘The 
New York Sun, for example, has much 
display advertising, one black letter suc- 
ceeding another. Were leads on either 
side of the headings, the size of the dis- 
play reduced, and more elbow-room 
given, twenty lines would be as ef- 
fectual as forty are now. When there 
is space enough, leaded matter 1s bet- 
ter for the body of an advertisement 
than solid. It is much more legible, 
and it is also more pleasing to the eye. 
Therefore, in preparing plates to send 
out, it is better to use leaded bourgeois 
than solid long primer and leaded non- 
pareil than solid minion, The amount 
of matter taken inisaboutequal. Half 
a dozen display lines in half an ordi- 
nary column is enough. When adver- 
tising is all to be of a conversational 
nature and pica or small pica is used, 
these sizes are so large that it is not 
well to add to their dimensions by 
putting in leads. The type is con- 
spicuous enough of itself. 


8 

Few general advertisers know the 
proportions of type. When solid, the 
smaller of the two sizes nearest to each 
other contains about one quarter more 
matter than the other one. Thus a 
space in small pica ought to embrace 
twelve hundred and fifty words when 
pica contains one thousand, and long 
primer should contain fifteen hundred 
and sixty-two. This is about right for 
the proportions between long primer 
and pica, but small pica is closer to 
long primer than to the other size. 
Leading adds one-third to the space in 
nonpareil, and one-sixth in pica. 
Newspapers rarely use anything below 
agate or above brevier. Owing to the 
greater thickness of small type as many 
words can not be put into the same 
number of ems in pica and nonpareil. 
Theoretically, an inch in nonpareil 
contains four times as much as an inch 
in pica, but practically it hardly con- 
tains more than three and a half. 


= 


THE Ancient Roman and Greek ora- 
tors could only speak to the number of 
citizens capable of being assembled 
within the reach of their voice ; now, 
by the press we can speak to nations.— 
Franklin, 
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SANCTIONED BY MR. WANA- 
MAKER. 


From the New Haven Register. 

The Willimantic Journal and other 
Republican weeklies this week contain 
as supplements to their papers a five- 
column leaflet entitled ‘* Protection and 
Reciprocity.” It is dated New York, 
July 20, 1892, and is said to be pub- 
lished monthly at 135 West Twenty- 
third street, New York. The present 
issue is labeled Vol. I., No. 1, and the 
price is said to be one cent. The sub- 
scription price is said to be 12 cents a 
year. The leaflet also bears at the 
head of the first column this inscri 
tion: ‘* Entered at the New York P. 
O., New York, as second class matter.” 
The leaflet is a political tract. It con- 
tains what purports to be a continued 
story, a cartoon and a number of arti- 
cles bearing upon the tariff question. 
There are four or five small advertise- 
ments. This leaflet is sent out as a 
supplement to Republican papers and 
is presumably furnished to them free 
by the Republican campaign committee. 
The newspapers make their subscribers 
a present of the supplement. 

Although very ingeniously devised, 
this leaflet is a clear evasion of the law, 
and Postmaster-General Wanamaker 
must be aware of it. 

The leaflet has no right to be sent 
through the mails as second-class matter 
under the law, inasmuch as it has 
no legitimate list of subscribers, and is 
circulated free. It is possible that the 
ingenious designers of this scheme 
have in the office from which it is pur- 
ported to be sent out a list of names 
which they would claim were names of 
bona-fide subscribers. But the leaflet 
sent us by the Willimantic Journal is 
circulated by that journal free of 
charge, and it is so circulated by pa- 
pers of like political faith all through 
the country, presumably. It is a clear 
violation of the spirit and letter of the 
law. Mr. Wanamaker sanctions it, at 
the same time excluding PRINTERS’ 
INK from the mails. Does Mr. Wan- 
amaker’s Bible tell him that such con- 
duct is right ? 





ADVERTISING is only a factor in 
the fabric—the keystone, perhaps ; it 
mustn’t bear the burdens of intrinsic 
merit ; management, character—these, 
too, are vital to success, and you must 
provide them. Don’t fail to take care 
of the business and then blame adver- 
tising.—Lord & Thomas. 


: | 


Correspondence, 


SUMMER ADVERTISING DOES PAY. 


ry s, 
New York, August 15, 1892. 
Editor of Printers’ Ink: 

Score one more for liberal advertising. 
Even some of those who swear by it would 
scarcely expect that it could accomplish much 
in August, 

Bloomingdale Bros, have had the courage, 
first, to buy large bankrupt stocks at a season 
of the year when most merchants would be 
afraid of them, and, secondly, to spend money 
liberally in letting people know all about it. 
The results have been greater than any one 
connected with this business dared to hope. 
This is the third week of the great sales, and 
the store is still crowded to thedoors. It any 
advertising pessimists or doubting Thomases 
call into your office to-day or to-morrow send 
them up. Any one connected, in any way, 
with advertising who will look through this 
store to-day will gather inspiration frem it. 

. J. SHauGunessy, Adv. Mgr. 


BLooMINGDALE Bros., 





COLOGNE IN THE MAILS. 


Orrice or C. H. Graves & Sons, 
Alcohol Refiners, 
Boston, August 22, 1892. j 
Editor of Printers’ Ink: 

The writer has been very much interested 
in reading the correspondence that has passed 
between the publishers of Printers’ Ink and 
the Post-Office Department in Washington. 

Some of the rulings of the Department are 
indeed strange. We have been trying for a 
number of months to get the privilege of 
mailing one-half or one-ounce samples of 
cologne spirit (Graves’ XXX Extra French 
Cologne dpirits) in mailing packages, which 
insure delivery without breakage. 

The Department contends that the goods 
are inflammable, as they possibly may be; 
yet they allow cologne water, which is one 
and the same thing as our spirit, and which 
may possibly have added to each ounce two 
or three drops of essential oils, to go through 
the mails in large quantities. Our desire is to 
send these mailing packages to homeopathic 
physicians all over the U.S. We hope you 
may eventually get your rights, and beg to 
remain, yours truly, 

C. H. Graves & Sons, 





PECULIARITY DESIRABLE. 
SKORDEMANNEN, t 
Mixneapouis, Minn., August 20, 1892. § 
Editor of Prixters’ Ink: 

In your issue of August 17 I find this 
axiom (?) of advertising : 

** Harsh names, words that sound unpleas- 
antly to the ear, that are meaningless or diffi- 
cult of pronunciation are always out of place 
in an advertisement. The reader’s attention 
should be attracted by pleasant means.” 

‘There is another instance where, just w: en 
you lay down a fixed principle of advertising, 
up bob so many exceptions that the rule is 
completely squelched. Take, for instance, 
Peptonix. It is not pretty, but we remem- 
ber it. There is Sozodont! It grates like 
tartar between the molars—the word does, 
not the stuff—hence we remember it ; but the 
word at first sight is entirely meaningless, ex- 
cept to the classic scholar, There is Ripans, 
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I can’t help wondering whether it sounds like 
pie-pans, or is assuciated with ‘* Old Rip,” 
and while I am studying on it the word gets 
lodged. Is it not meaningless, though? 

The one circular letter that brought replies 
above all others that have been mailed adver. 
tising this paper made special use of the 
outlandishness of the name, and began: 
“*Skordemannen! Don’t try to pronounce 
it; advertise your farm implements in it,” 
Scores of letters came back from advertisers, 
discussing the merits of ‘* Shoot-a-man,” and 
“‘ Scare-em-rub-a-dum,”" and ‘* Cardemon,” 
and the ‘*Unpronounceable,”’ and the 
“* What-you-call-it."” 

The fact of the matter is, that it is some. 
times good to be like the Yankees sarsapar- 
illa, and be a little ** peculiar,”’ in order to at. 
tract attention in the great mass of advertis. 
ing matter, even if melodiousness is sacri. 
ficed. Perhaps the ultra-elegant will say that 
it is not dignified to be peculiar, but is there 
not a possibility that individuality is of more 
value than mediocre dignity in the scramble 
for success in advertising ? 

P. V. Courts, 





Miscellanies. 





SHE LIKED IT. 

White Wash—Does yo’ laik poetry, Miss 
Edif? 

Miss Edif—Deed I does. I jus’ lubbin it. 

White Wash—What shall I recitin’—sum 
ob Milton, Byron, or —— 

Miss Edif—No, none o° dem.  Recitin’ 
some o’ dat soap poetry in de back ob de mag- 
zines. —/udge. 

‘*The Plague of Custom.”—Von 
Schribbel: I just wish to leave those few 
short storics with the editor. What is custom- 
ary? I've never done any work for the pa- 
pers before. 

Office Boy—Well, it’s the general custom to 
leave ‘em, an’ then come back in a day or two 
—an’ get ’em.—Puck. 


Well Stamped.—Editor: Johnnie, 
did any stamps come with that poem of 
Howler's this morning ? 

Boy—Yes, sir; three two-cent ones. 

Editor—Then run and get me a beer and a 

retzel; after that you can carry the poem 
ack to him in Harlem.—/udge. 

‘* Here,” said the _ proof-reader, 
“this doesn’t read mght. You say the man 
was ‘looking disconsolately at the last dollar 
in his pocket.’ He couldn't be looking at it 
if 1t was in his pocket.” : 

“That's so,” replied the disaster editor. 
** Make it read this way, ‘was looking dis- 
consolately through the hole in his pocket 
at the last dollar therein,’”"—Buffalo Ex- 
press. 



























LETTERS TO THE EDITOR. 


“IT send you here an article that’s bound to 
make a hit.’ 

*Inclosed please find a joke or two to spice 

your page with wit.’ 

“1 ol a little poem which will please be- 
yond a dwwubt.” 

“Please mail me twenty copies of the paper 
when its out.” 

“T liked your editorial on ‘ Times Are Grow- 
ing Better.’ 

And so I have indorsed it in a fifteen-column 
letter. 

“ Inclosed please find subscription in two 
Confederate) bills.” 

“What made you print my poem under John- 
son’s liver pills ?”’ 

“ My wife’s been dead a month, and though 
my paper's going on, 

You've never said a word, and folks can’t tell 
which way she’s gore. 

“T've been in business half a year (your due 
bills I returned you) ; 

And yet you've never wrote me up—so stop 
my paper, durn you!” 

—Atlanta Constitution. 


WANTS, 
Advertisements under this head, six lines or 
less, one time, $1.00. 
te by sensible advertisers — Vick’s 
200,000. 


W ANTED— ring Aes for Oct. Vic's Mag. by Sept. 
5th or 10th 


\ JANTED NOT, by Vick’s Mag.—Snide or fake 
advertisers at any price price. 

Pre eEaper. , disengaged ; book. nome Je 
reliable; any location. “ V.,” Printers’ Ink 


WANTED —“ More adv. mediums that wili 
bring results like Vick'’s Mag.”’—Alexander 
0. 





Medici 





ey “ We get it by using Vick’s 
t is one of the most profitable on 


our lint Be Beethoven Organ Co. 


NAMES, OF LADIES who buy art materials 
anted circularize). eye tae UE 
MARKS. Publisher, 23 Union 8q., N. 


ok. ae will excha his ie with 

ter — could use them, also with 

publishers, f for 8) D. L. DAVIS, Architect, 
enectad. 


DEAL es Elegant Fall Ad- 

vertising Sheet. Suitable for an: bene. 
Send six cents for sample copy. RIFFIT 
AXTELL & CADYCO., ‘O., Embossers, Holyoke, Mass 


W ANTED—Experienced | 1 news| as 
an eee in suburban dail ond Fob office, to 
take c’ 


of business department. 
for half > ie terest. 


Address “ PARTNER? “ 








FOR SALE. 





ishead 75 centsaline. 





Advertisements under 


yrs MAGAZINE —#1 $1.00 per line, yearly 
rder, 200,000 c 
pa FOR _—— 
Cco., rth St., New York. 
raat ” eagasiie oes Es pcmans big 
cire., low rates, , ood ret 
Stare FOR pone gel for lists. 
T. PARKER, Bethlehem, Pa. 
J ICK’S MAG. is onl ry rannum. Hence 
popularity and b eire. 
ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25c ILLUS eae pr ee N. J. 
4l Lines $1. 1 in. ak lcol $155.80 
50,000 proven. Woman's ~ i ns, Ge. 
Fo SALE—Complete plete electrotyping outfit. 
Full parti sticalar Ns application A. E. 
BUNKER, Omaha, Ne! 


EMPIRE 
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ICK’S MAGAZINE ey 


at net cost of 2 cts. At | paid 
lar, 38 Times Building, — 


A® PS pg he se & rm Amateur's quate 
‘or copying or framing. 
MONTAGUE STARS, 25 Unie 23 Uni “4 jon 8q., N z, 
) SALE—60,000 addresse dresses of mothers who 
have syoonaty ven birth to children. ase 
Addresses heads families, recently compiled 
“ W.,” Box 914 New York Cit; York City. 


100, 000 mie’ addr er 
$2 00 pry be”, forfeit soe on each returned 
icad, ad AGENT’S HERALD, Phila, Pa. 


for ona first-class Republican Woelty 
in town fort mes from Mi 1 4 

Year’s business $3, Agee 3 $1,000 

Good reason hy "selli ing. dress ” Quick % 

care Printers’ Ink. 


N active, advertisi man, or trade —_ 
4\. nalist, with a few thousand in 
urchase interest and secure position with pub. 
——~)! company. issuing two of the finest and 
nes 


good paying in the coun- 
pre n't ‘— Se 3 ae rom it, *, who 
joesn’t — busi ll the bill. 
adress r call at MANOPACTORERS’ ADVER 
TISING BUREAU, iu ll Liberty Street, New York. 


SSIGNEES’ SALE of a valuable N 

rty.—Will be sold at public - on 
Wedn A 31, 1892, in m, 
the Stock, Machin: SVixtures and Plant a "the 
SOUTH JERSEYMAN. newspaper, including sub- 
scription list. The paper has th 
lation of any a r published 
county. Catalogues rnished upon 
tion. ae B. SMITH, BENJ. F. Wi , As 








SPECIA LN NOTICES. 


Advertisements under this head, two lines or 
more, without display, 75e. a line. 


yr 
Ge 

Vicks aL. 

V 1ow’s aat. 

Vice’s mac. 

View's aaar. 

VAN BIDBER'S 

VICK’ AtoZ, i a 

Boo WV ICK'S brings results. _ 

GPOKANE SPOKESMAN. _ 

V ick’s mac. Is it on your list # 

\ ICk’s takes none but reputable ads. 

V Ick's 200,000, only $1 per line yearly. 
LEVEY's Inks are the best. New York. 
VY ick's mac. Office 38 Times Bldg., N. Y. 
yews MAG.—copy for Oct | Send at once. 


pies Mao. 110 first-class advertisements 


Sept. issue. 
7 os & ” oncef the most profitable.”—Beeth- 
ven Organ C 


TICK’S MAG. is amalt and ular. Ite 
j big and pop cire, 
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land, Del. 
Burrate TIMES — over 33,000 circula- 
tion. It will pay you 
ICK’S MAG. “ Enter — renewal one yr. It 
pays.”—Kelsey Press C 
AGES GUIDE, New Son The leading 
agents’ paper. Send for copy. 
OSTON HOTEL GUIDE reaches people who 
will buy a hotel quick if | quick if price is 
6e pyr it. IT IN THE POST,” South Bend, Ind. 
morning paper in paper in Northwest In: s 
f{ EDICcaL BRIEF (St. Louis). ircula- 
4 tion of any medical dical journal in the world. 
EWEY’S Canada List (60 List ( adv. rates 
3c. line. Rt. DEWEY, Hamilton, Gan 
Vie aa pail nome conetee Sere 6 mos. 
‘er only one insertion.” —Page M’f’g Co. 
r‘HE BRICKMAKER, Chi Cc 0, Ill., twice a 
i month reaches 4 HE, chicago, machinery. 
Pea: .—DAVIS & CO.,_ z CO., No. 605 Seventh St. 
Washington, D.C. CHARGES MODERATE. 
TENOGRAPHERS furnished without — 
for my services. W. G. CHAFFEE, Oswego, N 
$1. 50 For 5 lines 2% days. 6 days, 0 cts. EX 
TERPRISE, Brockton, . Cire. 
Aree GUIDE. Mailed on pear w 
stamp. STANLEY DAY, New voces ‘~ 
ARM LIFE, of Rochester, N. Y., 6 pages, 
Fa columns, monthly. Guare Guaranteed’ oon Ss 500. 
psy Mechanical Engraving. Photo Elec- 
SW Eng. Co., thew Chambers 8t., -- ia 


r Bi py tn Have you seen it! 
_— SERIES. Do you know what it * 


OHN T. MULLINS’ MAILING AGENCY, Faulk- 
$2 per 1,000 








Utica N 


+‘ IS BIGGER — THE TERRE HAUTE EX- 
RESS—than any paper in Indiana outside 
fa 


K ANSAS is thoroughly eov covered by THE KAN- 
SAS WEEKLY CAPITAL, Topeka, Kan., the 
leading farm and family newspaper of the State. 


UR ma gre so low see) we can’t buy a 
page ad Be cire’n. Sample 
free USTRATE! WEEKLY, Topeka, Kansas. 


‘Vane PEOPLE’S ILLUSTRATED JOURNAL 
(monthly), New Orleans, La. A Southern fam- 
ly magazine, it reaches Sou’rn homes. Adv’tise! 


imectony PUBLISHERS, please send circu- 

lars Sy ae list of Sa? irectories to U 8 

7 Box , Bradford, McKean 
oO, 


TICK’S don’t circulate in big cities. It’s 
popular town and yn Bey I readers 
have their gardens and cultivate flowers, ete., 
m pure love. 


G ALAXY OF MUSIC, Boston, Mass.—We 
3 prove what we say or no pay. Circulation 
for June, 19,585. Average for year, 23,148 copies. 
Rates and sample free. 


VAPER DEALERS—M._ Ph Plummer & Co., 161 
Liar: N. Y., sell every kind of paper 
set by -i-y and publishers, at lowest prices. | 

Pull line quality of Printers’ Ink { 


kK ited on all Life Insurance Companies 
CHE INDICATOR’S cpeaee yi is the best 


Mailed for 25 conte, Roetal po 
dress F. H LEAV ORTH SUBLISHL G oo. 
Detroit, Mich. 


Tito OHIO state JOURNAL goes to the 
momnee of t Weetls people in central Ohio. 

Daily, 12,500: y, 22,000; Sunday, 17,000. 
Nearly all the A. general advertisers use its 
columns regularly. 


gts) my mag !—We will pay your advertis- 
bills in_N. Y., Pa. and O nowspepess at 
a bie a nt, tho’ you have lowest rates Write 
to see how we doit. ae ney Bros., Advertising 
Discounters, Syracuse, N. 


EFERRING to THE GALVESTON NEWS, Geo. 
P. Rowell & Co., on nA of Printers’ Ink, 
January ys 92, say : is also an especially 


goes well over the whole ‘ot — ” For sample 
comes. rates of advertising. etc., address A. H. 
B & CO., Galveston, Texas. 


POINTED COMMUNICATION 
ge ad Times 
ea 


blisher 0’ : “ How cheap can | 
advertise in Vick’ —y Magazine!” is @ question fre. 
quently asked ‘he answer is an and 
convincing one. ae 142% copies for one cout 
early contract for one inc ce. This is how 


res out—l4 lines x 12 es = 168 lines, at 
$1.00 per line — 00. r space in 
nm, as we have but one price to everbod 
circulation for 


Divide the teed . 

ths yar alo sy Eva, sin and fu 

get 42 ples for one pie nt.” Argument is un- 
ecessary an 

circulation will wash, £0 

Vick PUBLISHING Co. 


vi 
for “it’s so.” Yourstruly, 
and 
Mer. 


, H. P. Hubbard, Sec’y 





L 9 ART DE LA MODE proves an average sale 
of over 30,000 copies. 51 Tribune Bide 1 N.Y. 


2000 a ee Gout 


» NAMES. New @nes, 1000 for 
AGENTS’ XAME® itaif Agency, St ae tor is 


PIANOS, fusFva.c wastes 


PATENTS Wa eran au 


35, 000 Farmers pu siine ute 


MARYLAND FARMER, Baltimore, Md. 




















Effective advertisi 
BOST ON... prepared and paced 


n St. 


A. E. SPROU! 











810 B’way, N. N. ¥. 


| Dk Nickel TE E L spoeue 
Pe NS 





TEEL ENGRAVED BUTTONS, 10¢, 
We will send to -_ address a beautiful Steel 
seeraves Button of Harrison or Cleveland for 
0c. Agents wanted. BELLMAN BRO., Toledo, O. 


THE EVENING JOURNAL, 


JERSEY CITY, N. J. Circulation, 15,500. 
EPO Did Advertisers” say it pays. 


Cartoon -Portrait / proposition will in 
terest every live elliter and please the 





most economi Proofs free 
CHAS. W. HARPER, Columbus, 0. 


LIC Always pay 
y+ SE 


OPI IN LON ee ew vert. 


San Francisco Bulletin. } 


; Largest a wg Circulation | in California, 
ligh character, pure tone, 


FAMILY NEWSPAPER. 
























ESTABLISHED 18582. 


L. P. FISHER, 


Newspaper Advertising Agent, 
21 Merchants’ Ex., San Francisco 
How to Make 
RUBBER STAMPS. 
Use Latest Improved Process 
and a New York Vulcanizer. Cir- 
culars free. BARTON MFG.CO., 

338 Broadway, New York. 
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ATTENTION, PLEASE. 


make Good Cuts at rates: 1 col. Por- 
Ad Tbe. ; 1 col. Buil ; 2col. Build., 


traite, 
fu, The seul for booms ° 188 Madison St Chi. 
N. A. LINDSEY, 
DESIGNER OF 


ADVERTISEMENTS, 
ROOM 408, 
Chamber of Commerce, BOSTON. 


[Dodd's savers Aeee. Boston, ° 


Send for Estimate. ba 
‘nn, 
































RELIABLE DEALING © CAREFUL SERVICE. 
«7 LOW ESTIMATES. «29 


WATCH ES 
“he Best PREMIUMS. 


dress the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO., 
140 So. Third 8t., Philadelphia, Pa. 














THE HoME CIRCLE, } 
ST. LOUIS, MO. 
bow 000 Copies Each ——— 


a” GENERAL ADVERTISERS. 
Try 10 lines one time for $5.00. 
Tue Home Circe Pus. Co., St. Louis, Mo. 


MANUFACTURES’ ae 
IN ENGLAN 

















Fassett ¢ & b JOhNgON rene fa Pesta lending 
Trade Trade. connection 


a throughout the om 
First class refe & Johnson under- 
take the Lege of Trade Marks and all 4 
liminaries the seeronesten of approved ar. 
ticles in land. Coe 
2 SNOW Hi L, LONDON, E. ©. 


Success With Flowers 


Is hailed as the BEST and BRIGHTEST 
Floral Magazine published. 





Paid in advance 
Circulation exceeds 50,000 Copies. 


Advertising received, direct or through any 
agency. 


THE DINGEE & CONARD COMPANY, 
WEST GROVE, PA. 
Pam phlets— sooriets 
te 3 the bt age jest now. 


If well written Ly 4 *re well read—90 per cent 
of —., You can have them in all sizes, at all 
Pp 














me, that you'll t get somet. 

4 what other people have. 
Ican quote you a price for the writing, or for 

a complete booklet, any size edition. 


yy caloms zon. you mean business. You 
waste —an 
RA. WHEATLE Y, — Chicago, Ill. 
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™= SPOKANE 
SPOKESMAN 


pwd % per — nore paid s mecesers 
r 
witht 300 oath miles of 7 Bhokene a 














Kate Field's scree et siigeat tiie 
Washington, Pica 


PREMIUMS. 





Dealers with anything good to offer 
in this line should send Catalogues, 
Price Lists, Discount Sheets, &c. 
not traveling men) to the 


(but 














35,000 LADIES 
WHO 


DO FANCY WORK 


Refer to THE MODERN PRISCILLA daily for 
instruction in Fancy Work and Painting, sugges- 
tions for House Decoration, new patterns for 
Knitting and Crochet, etc. 

Advertisers of first-class goods that ladies buy 
should give THE PRISCILLA a trial order. 





Circulation proven by postal receipts, ete. 
Advertising Rate, 25 cents per Agate line. 
Forms close the 20th of month preceding 
iesue. 


Address, PRISCILLA PUB. CO., 
LYNN, MASS, 
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66 559 A RARE BOOK NEW 
WHEN” * ron ‘wen. "| NeGonduct PAPER 
Cents Silver 
Mailed Secure. 9; siz 2 Gent Stamps ADVE TISING Age. 
P. 0. Box 108. NEW HAVEN, CONN. R Agency, 


WE GIVE TO ALL CUSTOMERS 





Judicious Con 
They Report Daily : A splcuous 
=——— Our axmy of subser! Selections, Positions, 
tion agents make thelr Experienced Unbiased 
re daily. They| Assistance, Opinions, 
solicit the best people} Prompt And 
in every city on Transactions | Confidentig| 
States. The number| Low Prices. SUCCESSFULLY. Service. 
of heyy os CONTINUOUS ADVERTISING BRINGS SU CCESS! 
reac’ an ADVERTISEMENTS DESIGNED, PRooFs S 
steadily going up. ESTIMATES OF COST IN ANY Newerarae sag 
- THE AMET ICAN FURNISHED FREE OF CHARGE, 








= Sioa Sead dournal | JL, STACK & CO,,°%,247 
SEWING MACHINE 22an 


and covers the field. 


| No Religi r 
THE MACAZINE F 
Specimen copies and rates on aj 5 OF ‘CHRISTIAN LI LITERATURE, York 


THE NEW CYCLE, 36 Union yd of The General Federation of 
Bunny Clubs. nen 10 Daily News: THE CYCLE was 
the Official o: Meeting, Central Music Hall. Chicago Inter-Ocean: 

i oaae of a Clu organ benoeam y and THE Cree, with Mrs. J. C. Croly, as editor, was 


made the organ, and pledged the si support of the Federatio 





























The ONE paper, of Wisconsin, Minnesota and the Dakotas. CHas. H. Eppy, Eastern agent, 
10 Spruce St., New York. CRAMER, AIKENS & CRAMER, Milwaukee. 


THE NEW YORK LEDGER 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 
it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Sprace and William Sts., New York. 


The Christian Advocate. 


Official weekly metropolitan newspaper of ‘‘ The Methodist Episcopal Church.” Circulation. over 

50,000 guaranteed. We invite correspondence from advertisers who would like to reach our 

people, and whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, ene 150 Fifth Ave., Cor. 20th St., New York. 


Advertisers in . 


FARM= POULTRY 
. « ~ Get Results. 


It will pay any advertiser who wishes to reach families in the suburbs of cities, 
large towns, villages and live farmers who have money, and spend it for reliable goods. 
Over half of our readers are heads of families. Forms close 15th of month prior to issue. 

cocunan of the Pudding, Circulation, Rates and Sample Copy sent on 


i. 8. ‘JOHNSON & CO., 22 Custom House St., Boston, Mass. 
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GROW FAT 
POCKET 
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BY ADVERTISING IN 


Arena 




















PRINTERS’ INK. 


Now for Business : 


We can make a profit for you 
if you have anything to adver- 
tise which prosperous house- 
holders need or should buy. 

We protect advertisers by 
saving expense in handling the 
papers, so that to cover our 
rich field there is no other way 
so easy and effective as to use 
these favorite religious home 
journals. 

















Put | Sunday School Times. 
~ : PHILADELPHIA. 
Magazine, ™ 
On 
IT PAYS. bcos ma 
List iscopal 
Christian Instructor. 
a Recorder. 
ARENA PUB. COo., aman" Presbyterian Observer. 
Copley Square, Over 260,000 Copies 
Religious Press 
BOSTON, = MASS. = Association 
You  ecanaetiiataaiaisiass. 
Know 


those are sturdy fellows who 
speak right out what they think 
and. stick to it. You respect 
them for it, don’t you? You 
would rather deal with such 
men than with fellows who 
preach one doctrine and live 
another. It is just the same 
with a paper. If it engages to 
denounce frauds, to keep hum- 
bugs out of- its advertising col- 
umns, and to charge one price 
to everybody—-and does it— 
you have confidence in what it | 
says, don’t you? Well, this is 
just what The Rural New- 
Yorker has done for nearly 
fifty years. This record and 
its advertising columns tell 
their own story. See that The 
Rural is on your list. 
THE RURAL PUBLISHING CO., 


In selecting your 
papers for advertis- 
ing, be sure you 
have 


The New oe Delta 


DAILY, 
SUNDAY, 
WEEKLY. 


The best circulation 
in LOUISIANA and 
MISSISSIPPI. 





Times Building, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single capies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices or For Sale, 
two lines or more, 75 cents a line; Wants, six 
lines or less, one time, $1.00. Advertisements 
must be handed in one week before the day of 
publication. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, AUGUST 31, 1892. 





CONSIDERING the thorough manner 
in which the advertising and publish- 
ing fields are covered by PRINTERS’ 
INK, it ought to be the medium far 
excellence for the communication of 
those little needs of the business world 
which, in advertising parlance, come 
under the head of ‘* Wants.” Recog- 
nizing the real news interest of this de- 
partment of a newspaper, the price for 
cards of this description has been re- 
duced, as stated elsewhere, and the 
man who wants an office assistant, the 
man who wants to buy a press, or 
has any want connected with the in- 
terests represented by this journal may 
now advertise them effectively for $1, 
one insertion. This offer applies to 
legitimate ‘‘ wants” only. 


CONVENIENT articles that ought to 
be included in the advertiser’s desk 
equipment are a magnifying glass 
and a reducing glass. The latter is 
apt to prove especially valuable and 
may often be the means of suggesting 
to an advertiser how space can be 
saved in the typesetting of his an- 
nouncement. We have seen cases 
where an advertisement that looked 
rather scattered or ‘‘ wild” in its origi- 
nal form was vastly improved and 
rendered much more attractive to the 
eye by reducing it one-quarter or one- 
half by the photographic process. It 
is just as easy to spoil the effect of an 
advertisement by overdoing the display 
or using too much space as it is by 
crowding. Space is money, and a 
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single -line saved in a large order will 
amount to a considerable sum. 

It should be remembered, however, 
that photographic reproductions are 
shallower than electrotypes direct from 
type, and consequently will not show 
as well in hurriedly printed papers, 
But a good photo-engraving in a paper 
exhibiting care in its presswork will be 
quite satisfactory. There have, for 
example, been some photographic re- 
productions of type matter in the ad- 
vertising columns of this paper that it 
would require an expert to tell from 
the original. 


A MATTER OF PRIVILEGE. 


East Orance, N., J., July 22, 1892. 
Third Asst P. M. General, 
Washington, D. C.: 


Dear Sir—At various offices in which I 
have been employed there has been received 
regularly without cost a monthly publication 
issued from Philadelphia called Book News. 
The journal bears every appearance of being 
issued to advertise the busi of its publisher, 
which includes among other things that of 
book selling. 1 have heard a great many other 

rsons express this same view. If this is true 
it certainly ought not to be received as second- 
class matter under the present Post-Office 





laws. 

Will you kindly inform me whether this 
case has ever received official consideration at 
the hands of your Department, and, if so, 
what decision was arrived at? If it has not 
received this consideration, I now beg to in- 
vite formally your attention to it. Asa citi- 
zen of the State of New Jersey and one ac- 
tively interested in the publishing business, 
I believe I have a right to ask for this investi- 
gation. If you decide to consider the case 
officially, | shall be pleased to furnish you 
with full particulars of what I consider to be 
an outrage upon the postal department. 

Kindly acknowledge the receipt of this let- 
ter at your earliest convenience, and oblige 

Yours very respectfully, 
J. 1. Romer, 
East Orange, N. J. 


N. B.—Will the fact that the publisher of 
this paper 1s the present Postmaster-General 
have any bearing upon this case ? 


Wasuincton, D.C., July 29, 1892. 

J. I. Romer, Esq., 
Editor of Printers’ Ink, 
East Orange, N. /.: 

Dear Sir—Your letter of the 22d of July 
came in my absence in New York on official 
business. 

It is perfectly natural for you, as editor of 
Printers’ Ink, to make the inquiries con- 
tained in your letter. I answer specifically 
each of the inquiries, First—That the Post- 
master-General is not the publisher of Book 
News, but it is issued by a mercantile firm 
composed of four individuals, of which he is 
a member, and that it was admitted to the 
mail as second-class matter in August, 1882, 
six years before Mr. Wanamaker became 
Postmaster-General, Second—That the jour- 
nal does not bear the appearance of being is- 
sued to advertise the business of its publisher ; 
that frequent inquiry has been made by this 














Department, and it hasalways been found that 
its subscribers paid cash for their subscrip- 
tions, and that it is not issued in excess of its 
bona-fide subscriptions, except for usual ex- 
changes to newspapers and periodicals. 

If you have any information to the con- 
trary, the Department would be pleased to 
receive it, and will promptly investigate. __ 

The Department is allowing the same privi- 
lege to many similar publications where they 
conform to the statute as strictly as Book 
News does. There is no exceptional privilege 
given to any publication, but there is no rea- 
son why any exceptional treatment should be 
taken against any publication because an offi- 
cial of the Post-Office Department is con- 
cerned in its ——- os 

ery respectiully, 
or" A.D. Hazen, 
Third Ass’t Postmaster-General. 


‘* Book News,” according to Gen. 
Hazen, ‘‘is issued by a mercantile 
firm composed of four individuals of 
which Mr. Wanamaker is a member.” 
But PRINTERS’ INK was excluded from 
second-class rates because Mr. Rowell 
is ina mercantile corporation composed 
of seven individuals and in which no in- 
dividual holds a smaller amount of 
stock than himself. 

Gen. Hazen says that ‘‘ the journal 
does not bear the appearance of being 
issued to advertise the business of 
its publisher.” But from page 499 
to page 529, inclusive, of the August 
issue (and there are only seven other 
pages of reading matter) appears a very 
extended list of books, ‘* reviewed and 
noticed,” each of which will be sent 
“‘by mail” for a specified sum. The 
names of the publishers of these books 
are never given, and a would-be pur- 
chaser can send only to *‘ John Wana- 
maker, Philadelphia,” for them! And 
Mr. Wanamaker in an advertisement 
says: ‘* Books are handled at Wana- 
maker’s just as any other merchandise 
is handled,” and claims to retail more 
books than any other house between 
the oceans. 

Under Mr. Wanamaker’s own rul- 
ing Book News should be excluded, 
for he would (he says) exclude all 
those [publications] owned or con- 
trolled by one or several individuals or 
business concerns and conducted as an 
auxiliary and essentially for the ad- 
vancement of the main business or 
calling of those who control them. 

Book News is a conspicuous, unin- 
terrupted advertisement of Wanamaker 
from beginning to end, and is not ob- 
jectionable to the P. M. G. for that 
reason; but PRINTERS’ INK, which 
carries thirty lines of pearl type, adver- 
tising a firm where Mr. Rowell is a 
minority stockholder, was refused sec- 
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ond-class rates because of that fact, 
although the thirty lines are paid for. 
It has been amply proved that PRINT- 
ERS’ INK is ‘not issued in excess 
of its bona-fide subscriptions, except 
for usual exchanges to newspapers and 
periodicals,” and yet PRINTERS’ INK is 
excluded while Book News is admitted ! 

Since Mr. Hazen ‘* would be pleased 
to receive any information to the con- 
trary,” we suggest that he meditate 
upon the facts as stated and then 
promptly investigate. It is likely, 
however, that the final decision would 
be given by Mr. Wanamaker, for it 
appears customary for one officer to 
try the case and then for the P. M. G. 
to decide it before the evidence has 
been submitted to him. 





IN the good old times, long ago, ac- 
cording to the Birmingham Age- 
Herald, advertisers had a ‘* perpetual 
picnic.” This authority further asserts 
that the man who had even the most 
ordinary commodity could get very big 
returns by investing a little money in 
advertising, and it did not make much 
difference what class of papers he used, 
either. 

If these statements are true the art 
of advertising must indeed have de- 
clined since this indefinite but remote 
period. But PRINTERS’ INK is inclined 
to be skeptical about this wonderfully 
prosperous era in the history of adver- 
tising, and would be glad to be in- 
formed of the facts upon which the 
Age-Herald’s assertions are based. 
Probably the writer has been deceived 
by the glamor that naturally pertains 
to the past. The successes of a gener- 
ation ago are magnified, and failures 
are forgotten. It sometimes appears 
to have been very easy to acquire 
wealth in the days of our forefathers, 
but when statistics are consulted it is 
found that, as a nation, we are much 
richer to-day than ever before, and 
individual fortunes,, which would have 
been thought magnificent at the begin- 
ning of the century, are quite over- 
shadowed nowadays by larger ones. 
Perhaps the explanation lies here. 
Certain it is that advertising has 
steadily increased in bulk—and this is 
the surest test. If there ever was a 
time when the sale of articles of no 
merit could be successfully promoted 
by advertising, it must have been a 
very unhappy time for legitimate ad- 
vertisers and a ‘‘ perpetual picnic” for 
swindlers only. 
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Interest the children and 
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eiebeots oo And Reliable 


in the mar! So cheap can begiven away free or with purchases. 
SEND POR TERMS. Address nye SSS0CIATE AD. 
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Do you desire women customers! ‘ 

Then Tavertiee in a journal appeal- ( 
ing to women excl vely. 

ve you adap’ to high- 

customers! Select a publica- 

fron of interest only to women who 

have money to spend. 
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pithy, ; interesting in character. An 
unusually good class of subscribers 
increasing 
—for the 
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ple copies and estimates upon 
appliention or through the agencies. 


) B. 0. HOUGH, Pub., Rochester, N.Y. 


sf a fs os oe om 


aa 2a 


resent. 
ind that 






A222 > 





» CHICAGO, ILL. 


+ Novelty Clock. 


| Height, 954 inches. 
a Oak 
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A Cheap 


4-inch Dial. Handsome 
Finish. 





Suitable for Premiums. 
Price remarkably low. 


In lots of 100, $1.50 each. 


Larger lots, special oe, Will be 
pleased to make up a sample bearing 
your own advertisement for Be 00. Same 
clock made without advertising matter. 

Write for illustrated price list. 


BAIRD CLOCK CO., Plattsburgh, N. Y. 





300,000 





population in Worcester 
County, Mass. 


90,000 


in the city of Worcester, 
the second largest city in 
Massachusetts. 

8,000 is the guaranteed 


and proven circulation of 


the Worcester Light, 
the only Illustrated Home 
paper in the county. 





Quality and Quantity of circulation 
will sell a good article every time. 

Highest Rates and Best Results of 
any paper in the county. 


The Hearthstone 


Guaranteed Circulation, 500,000. 
Advertising, $1.75 per agate line. 


The Hearthstone 


Proves Circulation by paper bills, by 
printer’s affidavit and by P. O. 
receipts. 


The Hearthstone 


Cheapest and most effective advertising 
medium in America. 


The Hearthstone 


Forms close Sept. 15 for Oct. 
All agents receive business for it. 








285 Broadway, New York. 
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150 Weekly Newspapers of the better class. 

KEYSTONE 10 Lines ye in the entire list one month 
for $20.00. Send for the list. 

LIST. B. L. CRANS, 10 Spruce 8t., New York. 








The Muscatine Journal, 
The Clinton Herald, 
The Ottumwa Courier. 


THREE [OWA PAPERS of standing, circulation and influence. 


‘All in one family.” For rates, &c., address direct, or to 
LEE & MAHIN, 808 Tacoma Building, Chicago. 
THE THREE GIANTS’ LIST. 


Circulates in over 25,000 post-offices (nearly every post-office in the 
United States and Canada), 














Ladies’ fiome Magazine. We want no patronage that does 
Canadian ‘Agricuiturist. not pay the Advertiser Handsomely. 
“RESULTS to the ADVERTISER” 


The Fireside J Journal. 
PETERBOROUGH, ONT. - + «+ Is our Motto. 


Rates for the entire Combination, 40 cents per line. Send for Estimate. 
B. L. CRANS, 10 SPRUCE ST., NEW YORK. 


DOLLAR-CATCHERS :— 


Crisp advertisements—well placed—in the 
best mediums—at lowest rates. Write us 
about this—we can help you. 





THE ROBINSON-BAKER 
ADVERTISING BUREAU, 
107, World Building, N.Y. 


THE CATALOGUE IS OUT. 


It is filled with good things for Premium users. NEWSPAPER MEN want 
it now while compiling Fall Offers. Soap, Tobacco, Novelty 
Manufacturers, Seedsmen, Coffee Roasters get 
suggestions from its pages. 

HIGH VALUE at LOW COST is the SECRET of SUCCESS 
in the PREMIUM BUSINESS. 

Send for the Catalogue. Net prices are in it. 


EMPIRE PUBLISHING CO., 
146-148 Worth Street, - - . NEW YORK. 
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Afford advertisers the best opportunity to have 

their say to the rural masses of over 58,000 post- 

offices, who possess the means to, and do, purchase 

that which attracts them. The buying capacity of 

their readers is known to live advertisers who stand 

% them. Make a note of it. - - - - 
eee 


| Ww E. C. ALLEN & CO. aS 
¥ 


AUGUSTA, ME. 
eee 


FORMS CLOSE ON THE 18TH OF EACH MONTH. 


What helps 
A Publisher 
With a Press 


To make his newspaper look the best? 


WILSON’S INK. 


Give it a trial and be convinced. Send for prices and discounts 








W. D. WILSON PRINTING INK CO. (Ltd), 


10 SPRUCE STREET, NEW YORK. 











PRINTERS’ INK is printed with WILSON’S INK. 
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No Other Daily 


In Tennessee, Mississippi, Alabama, or 
Arkansas has a bona-fide circulation 
as great as that of the 


MEMPHIS SCIMITAR 


No other daily in Memphis makes 
a detailed statement of cir- 
culation. Its circulation books and 
its press rooms are always open to ad- 
vertisers. It is delivered in Memphis 
and in 100 surrounding towns by car- 
rier. The total circulation for June was 


256, 1 36 A Daily Average of 9,35 1 


THE SCIMITAR is a growing paper. Its circulation has been trebled in 
18 months. It covers the richest section of the South. Put it on your list. 
It reaches all classes. 


THE SCIMITAR PUBLISHING CO., 


Eastern Office : A. B. PICKETT, Manager. 
41 TIMES BUILDING, NEW YORK. 
R. A. CRAIG, Manager. 























To Proprietors of 





Leading Publications. 








Iam prepared to act as Special English Representative for a few exception- 
ally rw American journals-—dailies, weeklies or monthlies. I will provide 
good office facilities in the newspaper publishing center of London, on extremely 
moderate terms and will introduce such journals to the leading English adver- 
tisers, and endeavor to build up a profitable business for them. 


The approach of the World’s Fair in Chicago will awaken much interest in 
American matters and should make it possible to obtain considerable business 
from English sources. 


As a guarantee of my standing I may say that Iam the London representative 
of PRINTERS’ INK, and have charge of the development of its English circulation. 
[send out with Printers’ INK a weekly supplement which i3 under my control, 
ae it am in constant communication with the English advertising 
public. 

Papers represented by me will be advertised weekly in this supplement, which 
should alone make them exceedingly prominent in England. 

I also beg to submit the following letter: 

From H. H. WARNER & Co., Limited, 
Proprietors and Manufacturers of Warner’s “ Safe” Remedies, 
86 Clerkenwell Road, London. 

We have known Mr. F. W. Sears, the representative of Printers’ INK in England, for 
several years, and can testify as to his integrity and aoqeey. and also his ability to repre- 
sent any American publication in England. (Signed) H. H. Warner & Co., Limited. 


With a view of agreeing upon terms in advance, I solicit correspondence with 
such leading American publications as would be interested in such representation 
in London, Address 


F. W. SEARS, 
138 Fleet St., London, England, 
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To Reach ’em All: 


4o per cent of the pop- 
ulation of St. Louis is 
German. They all read 


DIE WESTLICHE POST. 


THEY READ THE DAILY! 
THEY READ THE WEEKLY! 
THEY READ THE SUNDAY! 


OLD ADVERTISERS |NEW ADVERTISERS 


Have Long Known: May Now Be Sure: 
—THAT— 


Die Westliche Post 


Has the LARGEST CIRCULATION of any 


GERMAN PAPER IN ST. IUOVUIS. 








Unprecedented. 





7\VER 1,000 new subscriptions (paid in 
advance) are coming into the MAY- 
FLOWER daily. 
Advertisers may make a good business 
investment by placing a yearly order 


with us NOW. 
208 


JOS. J. DE LONG, Manager, 


89 TRIBUNE BUILDING, N. Y. 
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SEPTEMBER, 9th month.- 


Begins on Thursday. 1892. 











Aspects, Holydays, Courts, 
Weather, &c. 





COMMENTS. 








> runs low. Posstbly 
Y rises, 8h. lom.even. 
Cromwell died, 1658. 

1st Sab. 62. rain. 
Copy, for , Dog-days end. 


Oct. should 
be sent now. 


DURING the past year we have been | 
advertising quite extensively in the) 
papers that have a national circulation 
and we never knew what it was to get 
replies to our ad, until we placed it in 
ComFort. C. A. Burton & Co. Please | 
renew my advertisement for another | 
year. It pays me better than any poet 
I ever vertised in. Geo. R. Blakeley. 
We consider it one of our best mediums, | 








High tides. f in perih 
D in perigee. —- 
S 4 Cc. % in Q. 

10 YD in Q. you 
11B 2a Saé.% gr. elong. W. 
12. 2 State Election. 
13 3 Low tides. 

14 4|D runs high ¥ in per. 
I |\October forms close. 

16 6\6 @ C. at 
I Bat. Antietam, 1862. 
18 B 3a Sad. in 
19\ 2 ¢gr. elong. W. 4 % C. 
20 |Over a mil- Comfort 
21| 4 High tides. 6h. 
22| 5|@ enters &, Ayan: zt 
23 6 lion s month. é H «. 
24| 7|D in apogee. D in &. 
25B 4th Sab. 6h ©. pays. | 
26, 2) @ rises, 2h. om. morn. 
27] 3 |\Commence October mailing. 
28| 4|D runs low. Clear. 
29| 5 Low tides. and mild. 
30) 6\2 south, 8h. 21m. eve. 
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put 


ana will stay with you as long as we | 
advertise in any paper. Cornish & Co. | 
We desire to say that as extensive ad- | 
vertisers in many leading papers in this | 
country and Europe, we have no hesita- | 
tion in saying that for direct results our 
one inch space placed with you recently | 
has given us far better returns than any | 
other publication we have used. Himrod | 
Mfg. Co. Run the ad until I ery enough, 
Send statement monthly. C. ¥. Newcomb. 
The advertising we have done in Com- 
FORT has been very comforting to us. 
|We wish we could get as much comfort 
from all the papers we advertise in. 
G. H. W. Bates & Co. It is comforting to 
know that when other papers fail to pay, 
there is one to make up for losses. Num- 
ismatic Bank. COMFORT has paid us as 
well as any medium we have used during 
the past five years. None rank higher. 
Scammell & Co. One of the very best 
mediums I have used in the past eight 
years. There are very few good papers 
I have not used during that time. A. 
Spiers. We have found that ComFrortT 
should be used at all seasons of the year. 
We have found no medium that excels 
or approximates it. James W. Harris, 
National T. W. Co. To discontinue an 
advertisement is like taking down your 
sign. Wanamaker. Advertising gives 
character and standing toa firm. Read- 
ing Eagle. The judicious advertising of 
a meritorious article always results in 
success. H.H. Warner. Eternal adver- 
tising is the price of trade. Some argue 
that it is expensive to advertise. It is 
the most profitable expense you can 
have, if you handle it properly. Milford 
Journal. Nothing except the mint can 
make money without advertising. Glad- 
stone. He that trusteth in a large cir- 
culation shall be wealthy, but he that 


| 





“Wal” in London Fame. An occasional 


are alike in that neither does much good. Continuous regularity is the rule for 
both. W. S. Keller. Secure space at the agencies or of The Gannett & Morse Concern, 
Augusta, Maine. 


Boston Office 


228 Devonshire St; New York Office: 23 Park Row. 


believeth in cheap rates shall be busted. 
advertisement and an occasional meal 
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... 300,000 | 
Daily Readers. 


Evening newspapers are more thoroughly read than 


morning prints. Many have no time to read the morning papers, while 
others hastly glance over them. But in the evening, when the cares 
and toil of the day are over, the mind seeks and finds that needed 
relaxation in the columns of the evening paper. It is perused on the 
journey homeward, and carried into the house, to be read aloud or 
separately by each member of the family. The 


hicago Mail 


is one of the BEST and most prosperous Evening papers of that pros- 
perous city. It is a clean, well-filled, up-to-the-times Evening Paper, 
having a bona-fide 


Circulation 


of over . . 60,000 Daily 


300,000 Home Readers! 


It is estimated that each copy of a paper is read on an average by five persons. 


And that, too, among the most prosperous families of the World’s Fair City. 


Advertisers can use the MAIL with full 


In the last few days thousands of telescopes have been trained on Mars, 
but the eyes of the civilized world are looking toward Chicago and 
taking note of the preparations for the Great World’s Fair. Millions of 
dollars are being expended, strangers are flocking in, ail are busy helping 
to make the Exposition a brilliant affair, and this, with the large and 
abundant crops, makes Chicago one of the busiest and most prosperous 
cities in the world. THe Mait does not claim to have the largest evening 
circulation in Chicago. It honestly admits that one, and only one, 
evening paper has a larger circulation. 





and certain assurance that their advertise- 








ments will get a hearing before the pur- 


chasing and consuming public. : 


S.C BECKWITH 


ROOKERY 
GHICAGO. 












































PRINTERS’ INK. 
- THE - 


| Detroit Evening News 
wit: CIRCULATION  t- 


FOR JUNE AND JULY, 1892. 
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JUNE. DAILY. JULY. DAILY. 
Dares rasan er cued 49,960 a a oles 51,700 
Th sashabshonads oebee 49,050 css dsadbhabecd ds abed 53,150 











1,382,482 1,352,212 


JUNE, Daily Average, =- = = = 53,172 
JULY, Daily Average, - = = = 52,392 





THE DETROIT NEWS has stood at the head of all Michigan dailies 
for over a dozen years. To-day it is farther ahead of its followers than ever. 

Drop us a postal and let us send you our book, entitled ‘‘ Where Adver- 
tising Pays.” 





C. J. BILLSON, 


86 and 87 Tribune Building, New York. 











PRINTERS’ INK. 


& PROVED & 
The St. Louis Republic 


= = OFFERS = - 


Circulation Evidences 
TO THE POINT OF 


ABSOLUTE DEMONSTRATION. 


A Daily average considerably exceeding 50,000—thousands 
more—is the showing for July. This includes only the Daily 
and Sunday Editions, and the claim will be substantiated not 
only by affidavit of the publisher, but by the report of a com- 
petent expert, delegated by a leading advertising agency to 
make a thorough investigation in verification of the figures. 
THE REPUBLIC claims a larger bona-fide circulation, 
Daily and Sunday, either in the city of St. Louis or country 
outside of St. Louis, than any other St. Louis paper, and an 
average aggregate twenty-five per cent greater than the St. 
Louis paper next in rank. In substantiation of its claim it 
offers its books and records for examination, or will send a 
copy of the report made by an expert recently delegated by 
a leading advertising agency to verify the figures. 

An average for its Weekly, reaching 134,000 during July and 
exceeding 130,000 during the past three months, will be proved 
by fac-simile copies of Post-Office receipts and the affidavit of 
the publisher and corroborated by an independent expert report. 
A pamphlet of 45 pages, giving the Weekly circulation by States, 
Counties and Post-Offices, will also be sent. 


: ® 
The Advertising Rate of THE REPUBLIC per Thousand 
of Circulation is Extraordinarily Low 


for all Editions. 
© 


THE REPUBLIC, St. Louis, Mo. 








Address all Inquiries, 























The Great 
Business 
Incubator 


We are oft reminded that life is short and 
fleeting ; that this is a life of probation. We 
remind you that the life of a daily paper is its 


Circulation 


and that advertisers who patronize papers 
of meagre or unknown circulation are “ kick- 
ing against the pricks.” The 


Atlanta Journal 
tease ne »2 88 


and is a popular, growing two-cent evening paper, 
with a circulation greater than any other daily in 12 
Southern States. It circulates throughout Georgia. 
All read it, and that is why it is the Great Business 
Incubator. There are other papers, of course, but 
there is but one ATLANTA JOURNAL. It turns the 
furrow: will you drop the seed that must multiply a 
thousand fold? When you advertise you want the 
circulation that reaches the buyers. THE JOURNAL 
fills the bill, and the advertiser fills his till. 


The Weekly Journal, average for 1891, 15,863. 


SC BECKWITH 


ROOKERY 
GHICAGO. 












The Leading Paper 
of the South. 


The JOURNAL, Atlanta, Ga. 4H. H. CABANISS, Business Manager. 
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GIR (rues mans) 


W. D. ances mrs i OF r 1 WEEKLIES. 


The Saturday Blade. 
The Chicago Ledger. 


The Chicago World. 
400,000 Copies each week proved for the year. 


The PROOF of the 
PUDDING is in the 
EATING. 


The following weil-known advertisers have partaken to a very considerable 
extent, and they seem to relish the flavor : 


W. D. BOYCE, Chicago: 
Dear Strn—We are much obliged to you for calling our attention to the mortise in the 
adv. just sent you. 
e se ae wish anything put in this mortise, because Soosunatety you ay are like 
“ Ceesar’s wi “above suspicion,” and we e not need a test number Or at 
ok ah yours, JOH HN F. PHILLIPS ADV. CO., New york City. 


W. D. BOYCE, Chicago: 


Dear Str—Our advertising in the Blade er and World was entirely satisfactory. 
We are getting up a ten-inch uble-column cut for your three sone eee Yours truly, 
PILL CO., Toronto. 


INK. 
































W. D. BOYCE, Chicago: 


Dear Str—We can find nothing to me poe papers for returns. Our dealings with 
ag are entirely satisfactory, and our cont! patronage is the best evidence of our faith 
in the Blade, Ledger and World. Yours truly, HOPKINS & ATKINS, 
Attorneys, Washington, D.C. 


W. D. BOYCE LIST IST OF BIG WEEKLIES. 


with a telegraphic news service that 


discontinue any ad. at any time, with 
one price toall, all the time. Proving 
circulation every week in the year. 


Rates | tEDcen, oe ia per in > 3 Papers basta isa 


line net. 








For space apply to any Agency, or 


W. D. BOYCE, Chicago. 
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Rochester, 


NEW YORK, 


Is one of the Live cities of this State, 
Population 133,896. 


cITS ° STREET > CAR > SYSTEM?) 


is one of the finest in existence, com- 
prising at present 71/0 ‘‘Full Time” 
Electric Cars. 
You cannot reach the people Earlier, Later or 
Oftener! than by advertising in them. 


Qf DAILY TRAFFIC 60,000 \/%; 


Cost for 12 months’ advertising, card 
11x21 inches, 


























“& HOW CAN YOU BEAT IT? ® 


Carleton&Kissam 


16 State St., Rochester, N. Y. 


ALSO, 
Boston, New York, Chicago, Cincinnati, Minneapolis, &c. 
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Announcement 
to Advertisers. 


The Prime Minister of England, The Rt. 
Hon. W. E. GLADSTONE, will contribute to 
the October number of the “‘ North American 
Review” an article expounding and defend- 
ing, for American readers, the principles of 
his Home Rule Policy—the Policy which 
draws the eyes of the world to Mr. GLAD- 
STONE at the present moment. 

This is the first time a Prime Minister of 
England has written for any magazine in the 
world, and the article is sure to necessitate 
the printing of many extra editions. The 
October number of the “ North American 
Review’ will therefore offer a rare oppor- 
tunity for effective advertising. 

Mr. GLADSTONE’S is one of a number of 
brilliant articles by men of world-wide fame 
which the ‘“ North American Review’’ has 
secured by unexampled energy and enterprise 
for its Autumn issues. 
























For the October number copy should be sent in by September 5th. 
Address THE NORTH AMERICAN REVIEW, 3 East 14th Street, 
New York. 


FOR THE 
Enterprising Advertiser, 


THE BEST MEDIUM IS 


The Enterprising Magazine. 








272 PRINTERS’ INK. 








Sometimes towns are less known than papers. 

Forty years ago in many a home in the far West, New York 
was known as the place where the Zribune came from; thou- 
sands of men and women to-day know Utica (N. Y.) as the 
place where THE SATURDAY GLOBE is printed. 

It does not matter that Utica was settled over one hundred 
years ago, and is a beautiful city of over 50,000 people ; that it 
is the center of dairying, the chief market for cheese in the 
United States, and a city which has given to the country some 
of its brightest American statesmen and jurists; to most of 
Tue GLoBE subscribers it is simply Utica—where THE GLose 
is printed. 

So widely circulated a home paper has THE GLOBE be- 
come, it is now one of the great family journals of the country. 

But one daily newspaper in the United States has a circu- 
lation equal to THe GLose. According to the American Di- 
rectory for 1892 but seven publications of any kind in the 
United States have a circulation exceeding THE SATURDAY 
GLosE, and not one of them is a home newspaper. 




















All the great magazines, all the large weekly newspapers 
in the great cities, all the costly agricultural journals, powerful 
religious weeklies, class, story, and illustrated papers — all 
these are shown by the Directory to be far behind Tue Sat- 
URDAY GLOBE in number of copies printed and circulated. 

It is not surprising the town is less known than the paper ; 
people have Aeard of the town but they KNow the paper. 
200,000 is a good many. 

If any person, therefore, has decided to advertise in even 
three of the best family publications in the United States, should 
he not include THE GLoBE as one? 

He certainly should. 





A. FRANK RICHARDSON, 
Special Agent, 
Tribune Building, New York. | Chamber of Commerce, Chicago. 


Represents only Newspapers of Known Circulation, 





1 4 





